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SALES TOPPERS
January - February. 1963

1. Edward M. Roach    .......…………………….. Havana, Illinois
2. Roy L. Johnson  ………..................................Chicago, Illinois
3. Harold F. Oyaas   .............................………..Kirkwood, Missouri
4. Edward C. Feig   ...............................………..Chicago, Illinois
5. John E. Stredney   .............................……….Lyndhurst, Ohio
6. John M. Perkins  ............................…………Fremont, Nebraska
7. Donald W. Schmett   .........................……….Green Bay, Wisconsin
8. Frank R. Lewis  ..........................……………..Missoula, Montana
9. Jack Chellew & Sons    ..........................…….Cincinnati, Ohio
10. Francis J. Spreltzer  .............................…….Chicago. Illinois

Thank you, Mr. Mitnick

Independent tests
prove Autopoint pen
superiority

SPIEGEL, INC., the giant mail order house
with headquarters in Chicago, maintains an
elaborate quality control analysis laboratory.
This laboratory is headed up by Mr. Lee
Pond, a widely known expert in this field.

EXHAUSTIVE
As they do with all of their merchan. dise,

they constantly evaluate the quality, cost '
design, etc., for both items offered for sale, as
well as for their own use. (Continued on page
six.)

Joseph Senesac
named to direct
Sales Promotion

IN A RECENT BULLETIN to all Autopoint
personnel, President Sol Shulman announced
the appointment of Joseph E.

Senesac to the
position of
Advertising and
Sales Promotion
Manager.

Senesac brings
over 13 years of
experience in
advertising, sales
and sales promotion
with him to
Autopoint. He was
formerly

Sales Promotion Manager for a nationwide
steel strapping firm, and previous to that was
Sales Promotion Manager for the radio and
TV Division of Admiral Corporation. His
experience also includes several years with a
point-of-purchase display manufacturer, plus
3 ½ years experience selling advertising for
national and regional publications.

Joe resides in Glenview with his wife and
two children. He received his degree from
the University of Illinois after serving three
years in the Air Force during World War II.
Active participation in Boy Scout work is his
hobby.
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All you need is a little
imagination

A good idea often results in a big order

The personalized #305

ONE OF OUR salesmen's customers was
looking for something "different" for a
Christmas gift this past year. He laid down
these requirements:

(a) It had to be good looking: in good
design (as a reflection of his good taste).

(b) It had to be useful: something that's
used frequently (so that he could get constant
reminder-advertising from his copy).

(c) It had to be "personalized" in such a
manner that it would be cherished for years
by the recipient (to enhance the value of the
gift).

(d) It had to be a quality item: well
packaged (to reflect its intrinsic value).

(e) It bad to be in the $5.00 price range.
Sounds like a pretty tall order
But, not for the guy with imagination.

The result was magnificent. A truly great
idea landed a terrific order, Plus a promise
for more next year.

Our representative has kindly agreed to
share the idea with you, and you1I agree that
it's a winner!

He recognized that our Magnetic Index
nearly filled all the necessary requirements.
It was good looking, packaged well, in good
taste, extremely useful, and in the $5.00
price range. The only thing that sturnped
him for a little while was the unique
"personalization" requirement that his
customer demanded.

Then, suddenly, he had it! His customer
does business with purchasing agents and he
desired to give these men a Christmas
remembrance. What more cherished
possession does a man have than his family?
His wife, and his sons and daughters? What
he'd do is rnount a photograph of the man's
family on the #305 Autopoint Magnetic
Index, and personalize the cover with the
man's name. The customer's ad will be
screened on the inside of the index as a
further reflection of his good taste and
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Autopoint Company sales organization
members and employees are encouraged
to submit items of information and general
interest for publication in future issues of
"Auto-graphs."
Address your communications to: Joe
Senesac, Editor, "Auto-graphs," Autopoint
Company, 3200 W. Peterson Avenue,
Chicago 45, Illinois.

Autopoint joins
ASNA group

Autopoint has joined the ranks of the
Specialty Advertising National Association
(SANA), formerly known as ASNA, an
outstanding trade group composed of
manufacturers and distributors working in
the advertising specialty products field.

Autopoint management's decision to
become a SANA member was based on the
belief that our Company can render better
services to our customers and to the
members of our sales organization through
the exchange of ideas and information with
others in our field.

As defined by the association's bylaws, its
purposes are to: "promote the general welfare
of the advertising specialty industry, to
improve its service to the general public, and
to cooperate with officials of governmental
agencies in any program considered essential
to national welfare."

Autopoint heartily concurs with these
worthwhile aims, and is proud to be a
SANA member.

thoughtfulness. Now, he really had an idea,
and our salesman's customer thought it was
sensational. The customer wrote a nice letter
to the wives of the purchasing agents and
requested a photograph (in the correct size, if
possible) of the purchasing agent and his
family. "Could they please send it in color
and not mention a word to their hubbies? We
want to surprise him." The result was
gratifying. Nearly everybody sent
photographs in the correct size to fit the
Vista Dome insert, and most of them were in
color. The rest, of course, was easy. These
family photos were mounted in the #305,
permanently encased in the Vista Dome and
personalized with the name of the recipient,
i.e., "The Johnson Family," or, "Tom, Mary,
Jean and Billy." The customer's ad was
tastefully screened on the inside of the index.
What started out as a modest order of 25
pieces turned out to be an order for 125,
and a promise from the satisfied
customer of even more next year.

Retail Notes
WELL, THE WEST COAST SHOW
is now history and we're busy
setting our sights in the opposite
direction. May 9 through 12 are
the dates for the Eastern Stationery Show
opening in New York City at the Coliseum.
We look forward to the same fine reception
from our Eastern friends as we enjoyed out
West.

Clint Cooper, our genial, effervescent
representative in the states of Missouri,
Kansas, Iowa and Nebraska, has come up
with a good direct mail program for his
customers-selling 'em the #692 L-O-N-G
L-I-N-E-R pen. You'll be hearing more about
Clint's plan in the near future. It's good!

You're going to very much like our
beautiful new easel display card (see
photo). It's gorgeous. And, most
important, it'll sell a lot of merchandise
if it's prominently displayed.

SALES AID
Speaking of displays, we've been working

on a new "permanent" counter display for
many months. Our designers came up with
one that looks mighty dam good. We took a
handmade model out to the West Coast and
actually sold about 30 of 'em (with future
delivery, of course)! You'll have no trouble
selling this one.

You'll soon be receiving our two new and
beautiful easel display cards. They're sharpl
What's more important, they're designed to sell.
Pictured is the now four-color dealer display card
for our pencil line. Properly displayed (and that's
where our salesmen come in), this unit will move
the merchandise. The other display card
colorfully spotlights our new Fan Pak. The
brilliantly printed card uses an actual Fan Pak to
create attention and complete the sale. Special art
treatment enables the easel card to keep right on
selling when the Fan Pak has been removed from
this card and properly packaged.



An Open Notebook
By President Sol Shulman

 SO THESE TWO OLD FRIENDS meet on the street. "What a dream I had last night," says
one. I dreamt I was in Disneyland and did I have a great time: I had popcorn, hot dogs, and
went on all the rides. It was just like being a kid all over again."

"That's funny, says the friend. "I had a
great dream last night, too. I dreamt I went
out on the town for the evening, and on one
arm I had Sophia Loren, and Brigitte Bardot
on the other!"

"Both of them?" was the rejoinder. "My
God, why didn't you call me?"

"I did," returned the friend, "but your
wife told me you were in Disneyland!"

Wasn't that Bess Johnstone we observed
at the posh Empire Room of the Palmer
House several weeks ago? Looked like she
was havin' a ball. On the one arm was a
"Kentucky Colonel" (or sumpin') and on the
other was his lovely lady. (He must have
been a "Kentucky Colonel" 'cause he was
wearin' one of those fancy bow ties just like
a Kentucky Colonel.)

Speaking of "havin' a ball," both Arthur
Romm and Harold Bass, our Retail
representatives in New York and California
respectively, were ringside spectators at the
Stardust in Las Vegas ogling the gorgeous
Lido de Paris stage show. Both went to
Vegas after the closing of the West Coast
Stationery Show. Harold combined a little
nighttime revelry with a lot of daytime
business. Arthur relaxed at the pool and on
the golf course during the day (never knew
he was such a good golfer), and hit the night
spots in the evening. (He swears he didn't
spend any time or money at the tables). Both
Romm and Bass are back on the job now and
"ready for action-Autopoint action."

Our factory has been the scene of plenty of
"action" lately-stockpiling extra quantities of
merchandise in order to render faster and
more efficient service to our customers
during the Dating Programs.

If the warm reception we received at the
Western NSOEA Show is any criterion, we're
going to need all the merchandise we can
make, but fast! The "hit of the show,"
incidentally, was the beautiful new #220
Memo Case. It's a winner!

They're off! Our ALL WINNERS DERBY
got off to a fast start. Seems like we'll have
to brush up on our

race track jargon if we're to keep up with
"our friendly handicapper." Seriously, this is
the easiest way we know to accumulate
thousands of valuable S&H Green Stamps
and earn those lovely prizes. For example,
Leo Bruck in Waco, Texas, recently
received 103,000 S&H Green Stamps. That's
enough to fill 86 books! With an
accumulation like that, Leo might be able to
redeem 'em for a new Cadillac!

Oh how they danced on the night they
were wed! We wanna mention that Lorna
and Mel Nelson celebrated 33 years of
wedded bliss recently. Mel took his
charming "bride" to dinner at the Cafe de
Paris on February 12, just like when he was
"a courtin’,” only this time they were
"chaperoned" by Bonnie, their lovely
daughter (and our Retail Order Department
head).

Bob Newell and Margaret Mary (his
lovely "missus") celebrated their 20th
anniversary recently. They broke open a
bottle of vintage champagne and were
toasted by all eight little Newells (with milk,
or course).

Good to have Walter Preussner back on
the job looking hale and hearty. He's down to
"fighting weight" now and ready for your
orders!

By this time, everyone has received a sample
of the gorjus new #220 Memo Case, and we
thought we'd mention that we're now working
on a complete new face lifting of the 4 x 6 in.
(#212). The new design is so beautiful that
we're gonna fashion the 4 x 6 in. just like the
#220. The paper will run "this-a-way"
instead of "that-away," just as everyone
indicated. You'll love it!

Gerry Walters is "red-hot" about our
#305 Vista Dome. Hardly a day goes by that
he doesn't have at least a couple of orders for
a nice quantity of this terrific advertising
good will gift. In his desire to present his
customers with a visual sample of their
advertising as quickly as possible, Gerry has
a local photographer scale the picture to size
and he inserts it under the Vista Dome
himself. This enables him to present a visual
sample of the actual product within a

The "I's" don't have it

A MAN KNOWN as a brilliant conversa-
tionalist was asked the secret of his success.

"It's quite simple," he confessed. "I just
listen. The people I talk with are so
enthralled with their own comments that they
fail to notice that I haven't said a word."

We aren't suggesting that Autopoint
salesmen follow this man's example to the
letter. Those who did might gain a reputation
as great conversationalists ... but they
wouldn't get many orders.

A salesman can put listening to profitable
use, however.

Give your customer a chance to talk. You
can learn a lot about his problems and his
needs. And, when you talk, speak with your
customer in mind. Keep your sentences
spiced with plenty of “you's," not drugged
with "I's." Make sure that when you do talk,
you are talking about your customer's favorite
subject-himself.

Keep yourself out of the selling con.
versation as much as possible. If you just
must talk about yourself, save it for your
wife or personal friends. Any salesman who
gets "me-deep" in his selling interview, finds
himself up to his neck in lost sales.

day or two after he's generated the customer's
interest. It's this kind of enthusiasm that pays
off in increased sales. Nice work, Gerry! We
couldn't help but beam with pride when we
saw all those Autopoint ads in print this
month. The knowledge that we're reaching a
million business people each month is an
even more impressive figure when you
consider that these are all potential
customers! No wasted circulation here! This
advertising, incidentally, will not only create
a better image of our Company, but will
create a better acceptance of our products.
Tell your customers and friends about it!
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LETTERS TO THE EDITOR

THIS MONTH'S MAIL
BAG held two of the
most interesting
letters we've received
in a long time. The
author of both,
Eugene Whitmore, is a
nationally respected
sales authority,
lecturer and author.
He has written
numerous articles
regarding the
advertising specialty
industry, and a series
written by him is
currently appearing in
the "Counselor
Magazine." Some
months ago, Whitmore
wrote an article
claiming that if there
was only ON E line of
merchandise available
in the industry, to the
exclusion of ALL
others, he would
choose a line of GOOD
writing instruments.
We suspected that he
had Autopoint in mind,
but were not sure until
the receipt of this
correspondence.
Reprinted herewith are
the two letters. They
speak for themselves.
Thank you, Mr.
Whitmorel
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How to budgit
your sellin time

By Joe Greenhorn
I BIN ASKT To WRITE about how to budgit
time-how a gud salesman spends his day. So
yesterday, bein' a tipical day, I just carried a
not book wit me and writ down everything I
done. I din't have much luck, but den it's the
best you cin expeckt out of this lo-usy
terratory I been assigned to.

So here's my day:
9:11-Said good-bye to Abagail.
9:46-Stopt on the road for a cup of coffee.

10:05-Said good-bye to waitress.
10:37-Helped five guys watch boy feed

pigeons at court house.
11:00-Headed for the country.
11:02-Called an prospect. No luck.
11:05--Phoned Abagail to see what she was

doin'.
12:18-Back to town. Stopt to see about radio

batteries.
12:45-L-Break for lunch.
2:15-Headed back for the country.
2:17-Called on prospect. This fish was

dead and buried from the eyebrows
back.

2:20-Coffee break.
3:00-Got in ' argument with fellow over

scratchin' his fender accidentally.
He thought I done it a-purpose.

3:17-Called on prospect. Made a sale! The
guy asked for somethin' I -didn't
even know we sold. Looked in my
catalogue and, sure 'nough, we had
it.

3:20-Called Abagail to see what's I for
supper.

4:00-Made a callback. Forgot the customer
had said to always come before
noon. Couldn't see 9em.

4:02-Knocked off for the day. Lotsa hard
work but not much luck in such a
lousy terratory.

Now if you study the above timetable of
my typical day you can see right off you all
got better terratories than I got. I don't
unnerstand why the boss gives you all good
counties and not me.

Just remember to make every minute
count. That there is the whole secret of bein'
a successful salesman. And be sincere,
whether you mean it or not. And be
enthusiastic about everthing you do. And put
in a full day every day of the week except, of
course, when your luck is as lousy as mine
and you might as well go home.

Course, in this here weather you can't
expect much anyhow.

And that's how to budgit your time.
Sincerely,
Joe Greenhorn
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I YOUR KEY TO '63Our "Magnet Pen" --a HOT item
Here's how it can attract orders:

THE G. E. ALNICO 5 MAGNET atop any one of our pens has attracted tremendous interest
and orders. Its appeal lies not only in its novelty, but also in its usefulness to any person
engaged in the
metal industry. (Scrap metal dealers are
the hottest prospects. These people buy

lots of advertising specialties constantly,
and anything with a magnet is tops on

their list as a promotion item.)
In selling the Magnet Pen the

IMPORTANT THING TO REMEMBER IS
TO QUOTE ONE SINGLE INCLUSIVE
PRICE FOR THE PEN COMPLETE WITH
MAGNET. Do NOT quote the price of the
magnet and the pen separately. SELECT
THE PEN MODEL OF INTEREST TO
YOUR

STOMER, ADD 300 TO THE PRICE
(FOR MAGNET), AND QUOTE HIM THE
TOTAL UNIT PRICE COMPLETE. This
selling technique, as simple as it sounds, has
been proven to work. Try it!

NOVEL APPEAL
HOT BUTTON! If you've run up against a

negative customer, and nothing you've shown
him seems to be "just right," demonstrate the
Autopoint Magnet Pen. Its novelty and
usefulness will "ring the bell" every time,
and you will have made yourself a satisfied
customer!

News
from
Newell

By General Sales Manager Bob Newell

"Anyone who stops learning is old,
whether at 20 or 80. Anyone who
keeps learning stays young. The
greatest thing in life is to keep your
mind young." - Henry Ford
IS THERE A BETTER way to earn and
learn-and stay young-than by asking
questions? Educators have said that one of
the biggest values anyone gets out of a good
education is a questioning attitude, a habit of
demanding and weighing evidence, a
scientific approach. Besides wanting to sip
at the Fountain of Youth mentioned by Mr.
Ford, intelligent questions during the sales
interview can be the most effective means of
making a sale.

Inquiring, rather than attacking by positive
statements, wins people to your way of
thinking. Here are six things you gain in a
sales interview by the question method:

1-It helps you to avoid arguments. 2-It
helps you avoid talking too much. 3-It
enables you to help the other fellow
recognize what he wants. Then you can help
him decide how to get it. 4-It helps
crystallize the other person's thinking. The
idea becomes his idea. 5-It helps you find the
most vulnerable point with which to close the
sale (the key issue). 6-It gives the other
person a feeling of importance. When you
show that you respect his opinion, he is more
likely to respect yours.

Even the most proficient sales story by
the best equipped salesman isn't usually
effective unless that salesman has first
qualified his prospect by asking
well-directed, pertinent questions.
Intelligent interrogation and a buyer's
answers to effective questions melt
resistance and commit the buyer to the point
of no return.

Your final question, "Shall I write the
order on my form or yours?" is the natural
conclusion to the well-prepared interview.
Questions keep you happy, and wise-and
wealthy!

Treasure hunt
for repeat business

J. C. PENNEY, founder of the vast system of
department stores bearing his name, insists
that it is more important to make a customer
than to make a sale. And, were convinced he's
absolutely right. The success of Mr. Penney's
huge enterprise is built on turning sales into
customer orders through careful, thoughtful,
considerate servicing of their needs.

LIFEBLOOD
Orders alone will  not keep a business

going for long; they have to be repeat orders.
Customers are the lifeblood of any company,
and the longer a salesman can keep them on
the active list, the longer both he and his firm
will profit by this repeat business.

Let's not forget this important key to
success in '63. By giving customers prompt,
efficient, considerate service and by proving
to them Autopoint's reliability at all times,
any salesman can go a long way toward
adding to his own profits as well as those of
the Company. The minute a salesman fails to
treat a customer the way that customer feels
he should be treated, the salesman and his
company are ripe for a loss of business. That
customer will switch to a competitor the next
chance he gets.

SERVICE
Service includes a great many things, as

any good salesman knows. Among them are
knowing the customer's needs and interests,
and seeing to it that they are promptly filled
and catered to. To, do this, we urge each
Autopoint salesman to contact his customers
regularly-as often as possible.
Complaints---every one of them--should be
handled immediately, courteously, and
effectively. Never pass the buck. Every
promise made should always be a promise
kept, or the reason why it can't be kept
explained to him fully. Dependability is of
the essence in every aspect of customer
relationship.

Show appreciation for his business and,
above all, serve him, serve him, serve him!
No customer will ever leave you as long as
he can't afford to.
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